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EXPLOITATION 


BLAST-OFF TO A WILD 


BOXOFFICE BONANZA witH a 
BLOOD-cuRDLING TABLOID HERALD! 


PRINTED IN FABULOUS DAY-GLO INK 


Ignite enthusiasm and generate added boxoffice punch for your playdate with this sensational four-page, 
four-color, 81/2 x 11 tabloid herald. Designed to be a shocking and eye-catching promotional piece, this herald 
was printed with special DAY-GLO ink that has a fluorescent glow and plenty of boxoffice ‘sell’ for “The Skull.” 


There is space in this Herald to imprint your theatre name, Projecting all the horror-filled and terrifying action of the 
playdate, name of your second feature or even an ad for film, this fantastic promotional item will give maximum im- 
a local merchant who agrees to distribute the Herald and pact to your campaign. 


share in the already low cost. 


Grim death awaits Patrick Wymark when he fails 
to rid himself of ““The Skull” in time to escape 
its fatal power. 


DARK HORROR —* : 
te bain the Me icganl SS nd 
DESTROYS ALL “sur. 
¥ WHO POSSESS 
The skull of de Morquis De Sade, A Centory ‘THE SKU LL i 


master of evil, exerts a magnetic influence on 
Peter Cushing, stedent of black magic. 


: : + Can the horrors of ‘‘The Skull’ he prevented? 

: Love itself is not strong enough te halt the See for yourself this chilling tale of terror... 
No mon or woman cones cape the deathly powers of crazed possessor of ‘‘The Skull’ the night it of modern man haunted by o deadly power from 
The Skull’. demands the death of his wife. beyond the grave! 


INSIDE SPREAD 


FRONT COVER 
HOW TO EFFECTIVELY DISTRIBUTE THE HERALD 


Have a few students distribute them to their schoolmates before and after 
class sessions. 


Make them available to establishments where the younger generation 
congregates (candy store, bowling alley, amusement park, youth centers, 
etc.). 


Give them to your patrons prior to your playdate. 

Have merchants put them in bags and packages. 

Have a few youngsters deliver them door-to-door throughout your town. 
Have newspaper boys slip-sheet them into the local newspapers. 
Place them on the windshields of cars. 


Make an arrangement with the local milkman to deliver them with the 
milk. 


Place them on the counters of local shops. 


Arrange with a local restaurant for them to be inserted into coats and 
jackets while hanging in the checkroom. 


Use as direct mailing pieces and take advantage of special bulk postage 
rates. 


$8.50 Per thousand, F.0.B. Plant i R 3 Ee LOB BY | POTS TH AT Wi L L 


Imprinted at following prices 


ist 100. $5.0 CREATE A SHOCKING SENSATION! 


Added thousands, $3.50 Per thousand 


These lobby spots are a powerful gimmick that can effectively supplement your advance and cur- 
Folded $2.00 Per thousand rent promotion of “THE SKULL” playdate at your theatre. They will help create an eerie atmos- 


Rush Your Order Direct to 


phere of excitement about this film, which is filled with strange, terrifying actions centered 


ace kine about the evil power of a skull stolen from the grave. 


405 Broome St., New York, N.Y. 10013 Gratis lobby spots for “THE SKULL” playdates, will be 


available to all exhibitors. This tremendous promotion- 
Phone 212 CAnal 6-3335-6 for Rush Orders al item consists of a two-sided 45 rpm record. Side one 
(1) announces the coming arrival and Side two (2) an- 


Shipping—by Parcel Post Special nounces the film as being a current attraction. 


We will bill you for postage charges 
' ‘ii @ In your lobby—use on any standard record-player. 


theatre during intermissions and at other appro- 
priate times. 


On loudspeaker system—set up speakers in front 
of the boxoffice and play lobby spots outside of 
your theatre. 


Large shipments by truck—shipping charges collect 
Check or money order must accompany order 
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e Over audio system—play lobby spots in your 


(Order from Paramount Field Advertising & Publicity 
Dept.—See Coupon on Back Page) 


REAP BIG PROFITS 
WITH THIS DYNAMIC 


“SKULL” RING 


PROMOTION! 


SATURATE YOUR TOWN WITH INEXPENSIVE 
NOVELTY RINGS! 
CREATE MAXIMUM WORD-OF-MOUTH! 


Reach that all-important younger market by using the specially 
created “SKULL” RINGS as giveaways to obtain fantastic exposure. 
It’s a real sensational promotion and publicity tool. 


This silver-colored ring with a bizarre “Skull” engraved on it 
with ruby-red eyes embedded in the striking design will assist you in 
merchandising the film through a variety of effective tie-ups. 


The rings are an item that can be adapted to an endless number of 
situations and, of course, should be part of your advance and cur- 
rent promotions at the theatre. The following is a list of ways they 
may be merchandised. 


@ Approach a radio or TV station to co-sponsor an effective promotion and wide distribution 
of the “SKULL” RINGS. Have a special post card write-in from clubs, schools and other youth 
organizations that may be having a dance or get-together. Once confirmed, send as many rings 
as there will be children at the affair to the sponsors so that they may be distributed to all 
attending. Make sure appropriate credit is given to the film as well as your theatre and play- 
date. 


e@ Announce that on opening day, and for matinees, all those who see the film will receive the 
official “SKULL” RING with their tickets. 


@ Contact a chain of supermarkets, service stations or department stores for a mutually-bene- 
ficial promotion built around the “SKULL” RINGS. Announcements could be made that all those 
purchasing any item on a certain day or days will receive one ring for each of their children. 
This might also provide an excellent avenue for co-op ads off the amusement pages containing 
the offer as well as suitable credits for the film, your theatre and playdate. 


@ Arrange with a local milk delivery company to use the ring in a business stirring promotion. 
Perhaps a week could be set aside during which a ring is presented with every quart of milk 
ordered in addition to regular deliveries. Make sure suitable credits are given to the film as well 
as your theatre and playdate. 


@ Have the rings distributed as giveaways to live audiences at local radio and TV stations for 
shows that include appropriate credits for the film, your theatre and playdate. 


@ Use the rings as an in-theatre advance promotion. Have one of the ushers, dressed in a ghoul- 
ish costume, distribute them to patrons as they leave the theatre. Make sure appropriate credits 
are given. 


@ Hire men to walk the main avenues of your town with signs announcing the arrival of the 
film. Advertise that everyone should be on the lookout for these men—for all those who see 
them will receive a free “SKULL” RING merely for the asking. 


GIANT TERROR-IFFIC BOOK PROMOTION! 


Pyramid Books is issuing a special movie paperback edition of Robert Bloch’s terrifying 
and shocking tale of horror, “The Skull of the Marquis de Sade,” on which the motion 
picture is based. Coordinated with the national release of the film, the book has art 
work and exciting copy loaded with ‘sell’ for “The Skull.” Rack cards and other promo- 
tion materials are being distributed to thousands of department stores and book outlets 


across the country. 


HERE'S WHAT YOU CAN DO: 


@ Contact Pyramid book representative in your territory 
to arrange for mutually-beneficial promotions. 


e Rubber-stamp your message on pages torn from 
copies of the movie edition for wide-spread street 
and advance playdate distribution. 


@ Call on book stores and other participating merchants 
for prominent displays of the book to be combined 
with scene stills from the film along with suitable 
theatre and playdate credits. 


through their mailings. 


e@ Make up a book mark using a one-column pressbook 
ad and “Read The Book, See The Movie” copy. On the 
reverse side imprint theatre and playdate notations. 
Booksellers distribute these over the counter and 


e Offer free copies of the paperback book as prizes for 
any contests you might arrange. 


e Give away free copies of the movie edition to the first 
people in line on opening day. 


@ Arrange with local Cub Scout and Boy Scout organizations to distribute the “SKULL” RINGS 
during meetings as part of their own attendance promotion. Make sure suitable credits for the 
film and playdate are given. 


@ Make rings available for distribution to establishments where the younger generation con- 
gregate (candy store, bowling alley, amuse ment park, youth centers, etc.). Place signs and post- 
ers annoucing the opening of the film with notice that on a certain day or days all those using 
the facilities of that establishment will receive an authentic “SKULL” RING. 


NOTE: Any promotions conducted in conjunction with THE 
SKULL RING giveaways should be backed up with an en- 
thusiastic advertising/publicity campaign and should al- 
ways contain picture, theatre and playdate credits. 


For your ease and convenience, use coupon below. Send check or 
money order, accompanied with quantity information to the dis- 
tributor. Order will be sent Prepaid Parcel Post. Cost per thousand 
rings—$19.50 


MORRIS ROTHENBERG & SON, 2929 Atlantic Ave. Bklyn., N.Y. 11207—MIdway 7-9669 


PLEASE SEND THE 


(Theatre) (Playdate) 


(Street Address) (City) (State) 
Thousands of “SKULL” RINGS at $19.50 per thousand. 
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A SKULLFULL OF IDEAS 


FOR SKILLFUL EX PLOITATION! 


SAFETY CAMPAIGN 


Contact your local school board and the local branch of an automobile club for a special, 


co-sponsored safety campaign using the skull as major art-work on posters and flyers. Such 
a project would be a natural tie-up for any safety-conscious organization or club. Not only 
will it perform a worthwhile community service, but it also supplies an additional and highly 
effective way to announce the arrival of the film. Copy beneath the picture of the skull could 
read; “Don’t let this happen to you, Drive carefully and stay alive ... so you'll be able to 
see “The Skull,” an exciting motion picture of horror and terror. 


SKULLARAMA 


Schedule one or more special “Skullarama” showings of “The Skull.” These pre-announced 
runs should begin at midnight and run until dawn. If you have a real live-wire night-time 
deejay in town, approach him and he might jump at the opportunity to do his program from 
your theatre and interview payees as they enter. 


SKULL-SHOCKTAIL PARTY 


This may be just what is needed for an effective sponsored perform- 
ance of “The Skull” by your local newspaper columnists, radio and 
TV personalities. Personal appearances of local celebrities at the 
party, which includes refreshments consisting of Bloody Marys using 
plain Tomato juice, are sure ways of attracting large attendance and 
press coverage. This event could be merchandised to the hilt with 
sponsorship by a local disc-jockey making a pitch to the kids, even 
running his show from the party itself. 


SCREAM CONTEST 


Arrange with a local radio station to sponsor a scream contest. The 
station should have a beeper phone system whereby contestants are 
awarded prizes based on the loudest scream or the screaming could 
be recorded and the listening audience could indicate which was the 
most effective scream. 


MOCK PREMIERE 


To create a maximum amount of excitement, stage a mock premiere with klieg lights, etc.; 
arrange for guest monsters to arrive in hearses as well as other odd-ball vehicles and ar- 
range for a TV or radio station to cover the event. Announce that the special guest will be 
“The Skull” and dress someone suitably for the occasion. Best dressed children in monster 
costumes are awarded prizes. Alert TV news editors and city desks at newspapers for cov- 
erage of the event. 


DARE CONTEST 


A local radio station should be contacted to promote a contest whereby a lady could be 
awarded $1.00 a minute to sit in the theatre starting at midnight and view “The Skull.” 
The lady, of course, would be alone. This could be a newsworthy item providing you with a 
number of tear sheets. 


THE SKULL STOMP 


Capture that swinging, fun-loving teen-age crowd with the creation of a new dance which 
would provide an unusual and striking method to promote the film as well as your theatre 
and playdate. Contact local dance studios to make up “The Skull Stomp.” Arrange for mu- 
tually-beneficial promotions. Have signs and posters made which announce the new dance 
and invite all those who wish to see instructors doing the dance to come to the theatre 
on a specified night. Advertise a contest to be held on stage or in the lobby of your theatre. 
Offer free dancing lessons and other prizes to the best dancers of “The Skull Stamp.” 
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EMERGENCY STATION 


A gimmick that can really pay off on a film such as “The Skull” is a special first-aid station 
set up in the lobby for patrons. Cover a table with a white cloth and display various drug- 
Store items as smelling salts, bandages, peroxide, etc. Place an usherette, dressed in a 
white nurse's uniform, behind the table. Place signs outside and inside the theatre explain- 
ing that Management vill help, free of charge, all those suffering from shock after seeing 
the film. Try to rent an ambulance and park it in front of the theatre as an additional item 
in this sensational stunt. 


HORROR VIEWING 


This wild stunt is done with the use of a coffin placed on a table in the lobby. Using a sheet, 
a few pillows and a skull, you can create the illusion that the coffin is really occupied. Invite 
patrons to raise the coffin lid and see what's inside. They'll get some shock when they see 
the skull-headed figure. Use this gimmick as an effective advance or current promotion. 


HAIR-RAISING IDEA 


Borrow a “hair-raising machine” from the science department of the 
college in your town. This is technically known as a static machine. 
When applied to the human body, it causes the hair to rise straight 
up. There are no harmful effects, and those who let it be used on 
them will get plenty of fun from it. Set up the machine in your lobby 
with a sign inviting patrons to step up and have their hair raised, in 
preparation for seeing “The Skull’”—a film that will surely raise the 
hair on their heads. 


COFFIN CONTEST 


Install a coffin in the lobby which is completely circled by a chain 
held together by a padlock. Near the coffin set out a plate of keys. 
Invite patrons to try their luck at finding the key which fits the lock. 
One key to a customer and the person who opens the lock can open 
the coffin and take the prize inside. 


SHOCK MUSIC 


There are many L.P. albums which may be employed for a wild shock effect whether used 
from a soundtrack recording or as the basis of a radio contest or for practically any use. 
One of the most interesting and blood-curdling is the AB-PT recording of “Shock Music In Hi- 
Fi.” Get such an album and you might be able to put it with the film’s playdate copy for 
servicing it to AM and FM stations. 


CRANIUM HUNT 


Arrange with a local disc-jockey or radio station to co-sponsor a special scavenger hunt 
for the missing cranium seen in “The Skull.” Announcements could encourage the listening 
audience to find the skull and win free tickets to the film as well as a special prize. A series 
of clues could be given, thus providing a long range promotion. 


X-RAY STARTLER 


Contact hospitals and doctors in your community for old x-rays of skulls. This is the kind of 
item that helps bring the shocking quality of “The Skull” right into the public eye. Take 
x-ray negatives and put them inside the lobby and in front of the theatre, placing colored 
lights behind them. Use x-rays for advance as well as current promotion of the film. Place 
them in store windows with suitable credits. Copy might refer to the skull as something 
we can x-ray, we can see, but something which defies our capacity to reason when it has 
evil powers as depicted in “The Skull.” 


BUILD AN ATTRACTION 
OF HORRORS WITH THIS 


GIANT STANDEE! 


Prepare this dazzling and eye-catching standee of “The Skull” from 
the colorful! array of posters available from National Screen Service. 


There are many uses for this durable, attention-getting standee. It 
can be placed in your lobby or out in front under your marquee 
... it can be displayed on stairs . . . balconies... and away-from-the- 
theatre spots such as department stores, schools and soda shops. This 
standee will help create an air of excitement for your playdate and 
it will make “THE SKULL” the most talked about film in your town. 


INSTRUCTIONS FOR ASSEMBLING “THE SKULL” STANDEE 


The large skull is taken from the six-sheet poster. All the background artwork and the 
title are taken from the three-sheet poster with the lettering at top of standee and 
billing being taken from the one-sheet poster. 


DISPLAYS 


WHEN THE 
SKULL STRIKES 
YOU'LL BEGIN 
TO SCREAM! 


TECHNICOLOR 
TECHNICSCOPE™ 


| A Bice pry: 4 
ARAMOUNT :G.250g: 
Pagaitou Qu <® 

Peas 


Streamer (above): 15° long, $16.50 each. Valance (below): $1.65 
per running foot; minimum length 10 feet. 6x3’ red, white and blue 
fan drapes with gold fringe: $5.75 apiece. Flag Wall Banner (below) 
9 x 12’. Single Faced $75.00. Double Faced $110.00. Badge (below): 
A40¢ each. Manufactured by National Flag and Display Co., 43 West 
21st St., New York, N. Y. 10010. 


WHEN THE TH 


SKULL STRIKES E TECHNICOLOR: 
| YOULL BEGIN 3 Si \y _ TECHNICSCOPE’ 
|), TO SCREAM! am (ska 

1 


eGanse 


COMING 


WHEN THE 
SKULL STRIKES 
YOU'LL BEGIN 
TO SCREAM! 


Hy 


WHEN THE SKULL 
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Order from your 
local branch of 


NATIONAL 
SCREEN 
SERVICE 


TECHNICOLOR 
TECHNICSCOPE 
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MATERIALS CHECK LIST 


ACCESSORIES 

REGULAR THEATRE TRAILER 
(Order from your local branch of National Screen Service) 
FREE: 

TV TRAILERS AND TELOP CARD 


Available is a FULL SET of TV SPOTS. Also available is a TV TELOP CARD. 
(Order from Paramount Pictures Field Advertising & Publicity Dept.—See coupon on back page) 


FREE: 
RADIO SPOT ANNOUNCEMENTS 


Available is a FULL SET of RADIO SPOTS. 
(Order from Paramount Pictures Field Advertising & Publicity Dept.—See coupon on back page) 


FREE: 
SPECIAL LOBBY SPOT ANNOUNCEMENT 


(Order from Paramount Pictures Field Advertising & Publicity Dept.—See coupon on back page) 


Producer Milton Subotsky Believes People 
Enjoy The Thrill of Being Frightened 


Fast-talking, quick-thinking Milton Subotsky does not fit the 
general conception of an American film producer. A non- 
smoker, non-drinker, his appearance does not in any way betray 


his profession. 

New York born, but a Londoner 
by adoption, he was trained as a 
chemical engineer but his mecca 
was always the world of entertain- 
ment. Had he not become a film 
producer he would have made an 
ideal teacher. His patience with 
children is inexhaustible although 
he is, surprisingly enough, a bache- 
lor. His ideas on education are revo- 
lutionary and unconventional and 
his greatest ambition is to make 
children’s films. “Unfortunately 
there is little enthusiasm and a lack 
of financial backing for this proj- 
ect” says Milton—‘‘except for Dis- 
ney films.” 

With many films to his credit, he 
closely follows the highly successful 
color production the Paramount re- 
lease, “Dr. Terror’s House of Hor- 
rors” with yet another high-gloss, 
Technicolor-Techniscope horror 
film, “The Skull,” another Para- 
mount release opening ........ at 
theese. au ok Theatre. 

Milton Subotsky has definite 
ideas about this type of film. “I like 
to make them” he says, “because in 
a horror film it is possible to tell 
the story in pictures rather than 
words. Also I like films of the imag- 
ination rather than of reality. Hor- 
ror stories, fantasy, science-fiction 
fairy stories, children’s stories, all 
lend themselves to being made into 
films of the imagination.” 

Subotsky wrote the screenplay of 
“The Skull” from a novel, “The 
Skull of the Marquis de Sade” by 
Robert Bloch. Like “Dr. Terror’ it 
again stars Peter Cushing and 
Christopher Lee—‘“no horror film is 
complete without them” says Milton 
Subotsky—but this time with the 
addition of Patrick Wymark, who 
recently made the “Actor of the 
Year’ by British television. 

Top quality acting combines with 
skillful special effects to make this 
Techniscope-Technicolor production 
a horrific experience which audi- 
ences will long remember. 

“Dripping blood, pulsing hearts, 
men with their tongues ripped out 
—these sort of things do not con- 
stitute a horror film” says Milton 
Subotsky. “They are merely nause- 
ating and gruesome. 

“A true horror film is the story 
of man versus the unknown. Some- 
times the unknown wins, sometimes 
the man. It frightens people; and 
they like to be frightened, especially 
when sitting in the comfort and 
safety of their cinema seats. This I 
regard as real entertainment. 

“T like the mood and atmosphere 
which can be created in horror 
films. I cannot understand or be- 
lieve in the need for censorship of 
this type of film. One wouldn’t think 
of censoring children’s fairy stories 
—for example the Brothers Grimm, 
and nothing could be as horrifying 
as these. I think children like this 
kind of horror because they know 
that they are quite safe. In fact I 
think it makes them much less fear- 
ful of the supernatural. I have not 
seen any evidence that a child could 
be harmed by this type of film. Of 
course, I am not referring to films 
of violence and brutality, sadism 
or cruelty which I regard as pan- 
dering to the barbaric—the sadist, 
in man.” 

“The Skull,” co-produced with 
Max J. Rosenberg, has all the ter- 
rifying elements of horror at its 
best. The elaborate color produc- 
tion adds reality to the film and the 
contemporary present of the action 
makes it a landmark in updated 
horror filmfare. It tells the story 
of an unlucky individual who gets 
possession of the skull and becomes 
engulfed in its evil power. 
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Mat 1A 


Still #SK-44 


HYPNOTIC POWER — Peter 
Cushing is engulfed by the 
power of a skull in Paramount’s 
newest shockfest, “The Skull,” 
in Technicolor opening ...... 
atiether op eetienss Theatre. A 
Milton Subotsky-Max J. Rosen- 
berg production, the film tells 
a horrific tale set in contem- 
porary times. 


Horror In a Modern Setting 


Peter Cushing, famed horror ac- 
tor, whose face is familiar to audi- 
ences all over the world, will soon 
be seen in the accustomed setting, 
a spine-chilling horror film, ‘‘The 
Skull,” a Paramount release in 
Technicolor, opening .......... at 
these i ea eereerete eae Theatre. 
The noted difference is an unfamil- 
iar background. 

Usually horror films are set in 
the era of gaslight, hansom cabs, 
and eerie mansions of the 18th and 
early 19th centuries, and the star 
of the film is arrayed in costume 
of the day. 

In the Milton Subotsky and Max 
J. Rosenberg production of “The 
Skull,” the setting is present-day 
and for the first time in a horror 
film, Peter Cushing wears contem- 
porary clothes and is clean-shaven. 

“TI wonder if the audience will 
recognize me?” he asks. 

“The Skull” is an Amicus Pro- 
duction in Technicolor and Tech- 
niscope. It tells the story of the 
skull of the Marquis de Sade, dug 
up from the grave, then bought and 
sold as a collector’s item. Each un- 
fortunate individual who gets pos- 
session of it becomes engulfed in 
its evil and violent power, proving 
that the vileness of a man can reach 
out from the grave and infect its 
victim with a mercilessly horrific 
fate. 
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THAT EXTRA TOUCH — When 
Milton Subotsky, who co-produced 
“The Skull,” a Paramount release 
OWENING He) sasersiven aves ee atts at the 
Eee Jeane ay cy ralstetnih Stedele Theatre, at 
Shepperton Studios, went to see the 
Sadlers Wells production of “The 
Flying Dutchman,” he was so struck 
by the weird lighting effects pro- 
duced by a chromotrope—a special 
effects lighting machine—that he 
decided to incorporate it in the film. 

“It was just what I required for 
one scene in the film,” he said. Sad- 
lers Wells obliged, and the machine 
was installed at the studio. 

“The Skull” is a Milton Subotsky- 
Max J. Rosenberg co-production in 
Technicolor and Techniscope. 


“The Skull” Proves to be a Master Entry for 
Top Horror Honors—It's an Eerie Shockfest! 


Some psychiatrists claim that horror stories are a release for pent-up aggressions and emo- 
tions. There are many arguments pro and con about this subject. But one thing is certain, ‘““The 
Skull,” a Paramount release in Technicolor opening ............ Be. oe Andee o% 258 Theatre, 
is a superb and thrilling shocker that’s sure to be the hypnotic horror hit of the year. 


The screenplay of “The Skull,” 
written by Milton Subotsky, is 
based on the chilling and spine- 
tingling Robert Bloch novel, “The 
Skull of the Marquis de Sade.” 
Dealing with an evil remnant from 
the grave, “The Skull” is a pulsat- 
ing and frightening power of terror 
that inflicts its ugly violence upon 
all who possess it. The tantalizing 
and eerie mobility of this gleaming 
cranium presents a unique and cap- 
tivating storyline that will intrigue 
horror fans the world-wide. 

Co-produced by Max J. Rosen- 
berg, whose last shocker success 
was “Dr. Terror’s House of Hor- 
rors,’ and Milton Subotsky, the 
film is first class professionalism. 
These two masters of horror en- 
listed the renowned talents of Peter 
Cushing for the starring role of a 
possessed and unfortunate holder 
of the skull. For Cushing, the flavor 
is the same, but the setting is re- 
freshingly different. “The Skull,” 
unlike usual horror films set in 
ghostly and gaslighted mansions 
adorned with cobwebs, has a pres- 
ent day motif. Thus, for the first 
time in horror films, Peter Cushing 
is seen clean shaven and wearing 
contemporary clothes. 

Each unlucky individual who gets 
possession of the skull becomes en- 
gulfed in a morass of crime—prov- 
ing that the vileness of a man whose 
name to this day remains a symbol 
of all that is worse than human na- 
ture, still reaches out beyond the 
grave to infect its victims with a 
merciless evil fate. 

“The Skull,” an Amicus Produc- 
tion, has all the terrifying elements 
of horror at its best. The elaborate 
color production adds reality to the 
film and makes it a landmark in up- 
dating horror films into the con- 
temporary present. This film stands 
as a feather in the caps of its pro- 
ducers as well as a juicy item to be 
happily devoured by all the enthu- 
siastic horror film fans. 


Still #SK-53 


Mat 1B 
FRIGHTENING — Jill Bennett 


screams with horror in her 


Still #SK-56 Mat 2A 
VICTIM OF AN EVIL FATE—Peter Cushing, possessed by the 


dug-up cranium of the Marquis de Sade, stars in Paramount’s 
newest shocker, “The Skull,” in Technicolor and Techniscope 
OP EMING: siacs-siap see eke atthe <-.:.06 es Theatre. A Milton Subot- 
sky-Max J. Rosenberg production, “The Skull” was produced 
with a keen sense of reality and a modern setting. Not only is it 
horror at its best, but it is also a landmark in updated horror films. 


“| Enjoy Committing Murder,” Says MaxJ.Rosenberg, 
Who as a Result, Has Become a Very Wanted Man 


There’s a man walking around loose, who has plotted all kinds 
of grisly murders in London, Berlin, Tokyo and Rome. Not only 
is he “free,” but he executes the crime, with but one single mo- 
tive; profit! 

“TI enjoy committing murder!’ So says Max J. Rosenberg, 
who isn’t wanted by the police, but is wanted by various motion 
picture distributing companies, including, and especially Para- 
mount, which is releasing his latest Technicolor thriller, “The 
Skull’? which Ovens use. . hs At inet oo as. Theatre. 


Urbane, sophisticated, well edu- 
cated, this soft spoken, mild man- 
nered man is happiest when he has 
completed another thriller-chiller. 

About his latest venture into the 
world of the eerie, “The Skull,” 
which he co-produced with Milton 
Subotsky, Rosenberg sums up what 
audience reaction will be: ‘‘When 
the Skull starts to move—you will 
start to scream!” 

Rosenberg began his film shocker 
wave with “The Curse of Franken- 
stein,” which was filmed in Eng- 
land. His first venture into gore 
proved so successful at the box-of- 
fice that although he has done other 
types of pictures, his specialty has 
been the horror film at which he 
has by now, along with Subotsky, 
become a master. 

“The Skull,” introduces another 
novelty besides the tantalizing and 
shocking mobility of the gleaming 
cranium. Usually, horror films are 
set in the era of gaslight, hansom 
cabs and eerie mansions adorned 
with cobwebs. “The Skull,” how- 
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CURIOSITY is part of the 
downfall for Peter Cushing, 


role as the wife to Peter Cush- 
ing, both starring in “The 
Skull,” a Paramount release 
in Technicolor and Techniscope 
opening ...... at. the cs. ae 
Theatre. The film tells the 
amazing tale of the power of 
a skull and the evil fate it 
inflicts upon a!l who possess it. 


ever, has a present day setting; 
and, for the first time in a horror 
film, Peter Cushing is seen clean 
shaven and wearing contemporary 
clothes. 


Rosenberg believes that film 
thrillers are a legitimate outgrowth 
of the horror tale brought to its 
peak by Edgar Allan Poe. 


who stars in “The Skull,” a 
Paramount release in Techni- 
color and Techniscope opening 
eXeliattote sei ails Atte “Besse capstan 
Theatre. Portraying the role 
of Christopher Maitland, Cush- 
ing eagerly buys the cranium 
and, becomes quickly engulfed 
in its evil powers. 


Copyright © 1965 by Amicus Productions Ltd. Permission granted for newspaper and magazine reproduction. (Made in U.S.A.) 


Strange Coincidence 


Well known character actor Pa- 
trick Magee, who as a police doctor 
in “The Skull,” a Paramount re- 
lease in Technicolor opening...... 
Auber haces. ochentents Theatre, 
based on a story ‘The Skull of the 
Marquis de Sade” by Robert Bloch, 
was in fact currently appearing in 
London’s West End playing the no- 
torious Marquis himself in the 
Marat-Sade Play at the Aldwych 
Theatre. 

This Peter Brook stage produc- 
tion created a storm of controversy 
when it opened in London and was 
bitterly attacked as a “sordid and 
dirty” play by many critics who 
included the famous impressario 
Emile Littler. 

Despite this, it continued to at- 
tract large audiences and is ex- 
pected to open in New York very 
shortly. 

An Amicus production, “The 
Skull” stars Peter Cushing, Patrick 
Wymark, Christopher Lee and Jill 
Bennett. It is produced by Milton 
Subotsky and Max J. Rosenberg 
with Freddie Francis directing. 

The film tells the story of the 
skull of Marquis de Sade, dug up 
from the grave and then bought 
and sold by various collectors. Each 
unfortunate individual who _ pos- 
sesses it becomes the victim of its 
evil and violent powers. A tale of 
horror and terror, “The Skull,” 
which is set in modern times, is 
hauntingly believable. 
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POSSESSED—Peter Cushing is 
engulfed by an _ evil power 
stronger than his will as he’s 
about to kill his wife, played 
by Jill Bennett, in Paramount’s 
newest shocker, “The Skull,” 
in Technicolor and Techniscope 
opening ...... BPTUNE se srs 
Theatre. 


A DASH OF BEAUTY—April Ol- 
rich, cabaret star and actress, pro- 
vides the giamour in the macabre 
setting of Paramount’s “The Skull,” 
OPENING ws... Wee et acee e eee at the 
ee ee Thy Oey Theatre. It’s 
a story adapted by Milton Subotsky 
from Robert Bloch’s ‘“‘The Skull of 
the Marquis de Sade.” 

Her career began in the United 
States when, at the age of 11, she 
became ‘baby’ ballerina of the Met- 
ropolitan Opera House ballet. 

As the only female in the cast of 
“The Battle of the River Plate,” 
she did a publicity tour of the 
United States, travelling from coast 
to coast, covering a distance of 22,- 
301 miles. 

“The one mile,” explains April, 
“was the only distance I walked— 
from the hotel to the waiting car.” 

“The Skull” is an Amicus Pfo- 
duction in Technicolor, produced by 
Milton Subotsky and Max J. Rosen- 
berg. 

It has all the terrifying elements 
of horror at its best. The elabo- 
rate color production adds reality 
to the film and the contemporary 
setting of the action makes it a 
landmark in updated horror film- 
fare. “The Skull” tells the story of 
the dug-up cranium of the Marquis 
de Sade, which then was bought and 
sold by various collectors. Each 
person who possesses it becomes 
a victim of its evil and violent 
_ powers. 


Mat 2B 
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FROM THE GRAVE, the skull of the Marquis de Sade is stolen 


in Paramount’s newest shocker, ‘““The Skull,’ in Technicolor and 
Techniscope opening ........ atthe ccs a Theatre. Star- 
ring Peter Cushing and Jill Bennett, ““The Skull’ deals with 
those individuals who buy and sell it, and resultingly, become 
engulfed in its evil and violent power. 


Expert Makes No Bones 
About "The Skull" 


Much is written about the beauty of female film stars, hand- 
some leading men, excellent performances given by talented 
actors and actresses, but where would they be without the ‘back 
room boys’ ’?—the technicians, artists and designers who pro- 
vide the background to the romantic story or the chilling plot? 

“The Skull,” the new Paramount release in Technicolor, open- 
Cat de Ses ane emer BPG. ie ee, Theatre, tells the story 
of the evil which it is able to transmit to whoever possess it, 


even from beyond the grave. 

It has to dominate the scene, 
gliding from place to place and 
creating an atmosphere of menace 
and foreboding. 

This situation presented some 
difficulties for art director Bill Con- 
stable and his staff when the Para- 
mount film “The Skull” was due to 
be shot at Shepperton Studios. 

“IT knew that the skull had to 
move about, that it was white or 
light ivory, and I had therefore to 
keep the walls dark. I had black 
painted woodwork everywhere and 
dark blue wall paper so that we 
could see it at any time. 

“Practically the whole picture 
was shot on one composite set—five 
rooms and a corridor. There also 
had to be recesses in rooms where 
lamps could be hidden without be- 
ing noticeable. 

“In one scene, Peter Cushing was 
trapped in a small room with the 
walls closing in on him. The walls 
had to be built in trucks and pushed 


in. My biggest worry was that the 
crew pushing them in would stop in 
time!” 

How does an art director start 
to design the background for a 
story? “I read the script,” says Bill 
Constable, “and then make rough 
sketches of how I see the set. Then 
I consult with the director who 
might suggest modifications to meet 
the movements he has in mind for 
the actors to make, usually he ac- 
cepts the mood of the thing.” 

A skull that floats seems to pre- 
sent no particular problem for Bill 
Constable and the special effects 
men. In Dr. Terror’s House of Hor- 
rors” they had to provide a “creep- 
ing vine’—a plant which actually 
grew before your very eyes... 
and a “crawling hand.” 

“Horror films particularly” says 
Australian-born Bill Constable, 
“call for a good deal of ingenuity 
and thought.” 


Still #SK-46 


Mat 2C 


ENGULFED BY AN EVIL POWER, actor Peter Cushing is 


poised to kill in “The Skull,” a Paramount release in Technicolor 


and Techniscope opening ..... 


SN eeprabe LMG@s, hee ste Theatre. 


The Milton Subotsky-Max J. Rosenberg production also stars 
Christopher Lee and Jill Bennett. Based on the chilling novel of 
Robert Bloch, “The Skull of the Marquis de Sade,” “The Skull’ 
deals with the story of that man’s cranium. It has the power to 
inflict an evil and terrifying fate upon all who possess it. 


SYNOPSIS 


(Not For Publication) 


Between Professor Christopher Maitland (Peter Cushing), and 
his lifelong friend, Sir Matthew Phillips (Christopher Lee), there has 
always existed the kind of rivalry which can only be found among 
collectors. Sharing a common interest in witchcraft and black magic, 
they often find themselves in competition for collectors’ pieces. 

Maitland, however, is puzzled when, in an attempt to purchase 
some satanic figures at an auction, his friend bids an excessive 
amount. Phillips explains that something seemed to have taken pos- 
session of him and forced him to make the bid. 

Later that evening Maitland has a caller—Marco (Patrick Wy- 
mark), a shifty character who is obviously resented by both the maid 
(Anna Palk) and Mrs. Maitland (Jill Bennett). Marco, however, in- 
sists that he has something that Maitland would like to see. 

Marco informs Maitland that he considers him his favorite client. 
He produces a volume, apparently bound in vellum. Maitland jibs 
at the price, until Marco tells him that the binding is not vellum 
—it is human skin—a woman’s skin. Maitland is intrigued and 
purchases the book. 

The following evening Maitland settles down to read the volume. 
He is interrupted once again by Marco, who announces that he has 
a unique collector’s piece to offer. It is a skull. The price is a thou- 
sand pounds. Maitland retorts that no skull is worth that amount, 
but Marco tells him that this is no ordinary skull, it is that of the 
Marquis de Sade, stolen from his grave in France in 1814 by a 
phrenologist who, wishing to study it to decide if the Marquis was 
really insane, was himself found dead the next morning. 

The skull was brought to England in 1850. When he refuses to 
pay the money, Maitland is surprised to find that Marco seems 
anxious to dispose of the skull for half the price. He still refuses 
and Marco angrily leaves. 

Alone, Maitland is absorbed in the life story of de Sade. He is 
hypnotized by what he reads, and appears to have a series of terri- 
fying nightmares, from which he emerges to find himself in the 
dingy apartment of Marco. He returns home, unable to remember 
how he got to Marco’s. 

But the possession of the skull is uppermost in his mind, and 
during a game of billiards with Sir Matthew Phillips he confides to 
his friend. ‘‘That skull was stolen from me,” Phillips confesses, but 
says he is glad. It radiates evil, and he advises Maitland to have 
nothing to do with it. 

Ignoring his friend’s advice, Maitland goes once again to Marco’s 
home. He finds Marco dead. The skull lies leering at him from a 
corner of the room. The temptation is too great—he must have 
the skull. But the minute he has it in his possession, he faces dis- 
aster. Against his will, he becomes the victim of evil and is engulfed 
in a morass of crime, proving that the vileness of the man whose 
name to this day remains a symbol of all that is worse in human 
nature, still reaches out beyond the grave. 
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Produced by Milton Subotsky and Max J. Rosenberg; Directed by 


Freddie Francis; Screenplay by Milton Subotsky; Based on a story 
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